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OVERVIEW 
 The present briefing overviews and samples a number of  issues  relating  to childhood and business marketing. The briefing is divided into three parts.  
Part 1: Marketing to Children ‐ The  viability  of  the  children’s  market  is  confirmed  from  a  business perspective. ‐ Child  development  is  related  to  the  comprehension  of  marketing.  The literature  indicates children under 8 cannot grasp the true meaning and intent behind advertisements. ‐ Marketing quantity and content are analyzed.  It  is established that most ads  reach  children  via  television.  Unhealthy  food  products  are disproportionately represented in these advertisements. ‐ Finally, some possible effects of marketing on childhood are considered. The perspective that TV ads are ruining childhood is contrasted with the perspective  that  children  form  their  own kid  cultures  around marketed and branded products.  
Part 2: Childhood, Marketing, and Related Social Problems ‐ Two  social  problems  related  to  marketing  are  examined:  Childhood obesity and advertising in school. ‐ There  appears  to  be  a  link  between  the  unhealthy  foods  advertised  to children and the rising rate of obesity among kids. But other factors must be considered as well. ‐ Advertising in school is more prevalent than ever. But the trend is part of a society‐wide consumerist ideology, which has become the norm. 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